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TRADE DIRECT MARKETING (TDM) PROGRAM 





Qualifications: 


+ Retailers must be qualified participants in the Retail Partners Resource Plan at 
the Full Partnership Plan Level or the Merchandising Presence Bonus Plan 
Level to be eligible for Trade Direct Marketing (TDM) Programs. 


Program Details: 


+ Retailers in the Full Partnership Plan will qualify for announcement mailings 
(no coupons). Retailers in the Merchandising Presence Bonus Plan will 
qualify for coupon mailings including redemption costs. 


+ Qualifying Retailers can receive up to four (4) mailings per year, maximum of 
one per quarter. 
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TRADE DIRECT MARKETING (TDM) PROGRAM 





Program Details (Cont.): 


+ Mailings will be determined by total weekly industry volume | 
(excluding any competitive third and fourth tier volume) as follows: 


PLAN LEVEL WEEKLY INDUSTRY VOLUME # MAILINGS 
A 65,001+ 4 | 

B 45,001 - 65,000 3 

C 20,001 - 45,000 2 

D 10,000 - 20,000 1 

*E 1 - 9,999 0 


*For Level E participants an alternate program will be available. 


SVA/98(rev:6/ 3078) 


BK Sib - 0324.PPT EZ68B Zests 





TRADE DIRECT MARKETING (TDM) PROGRAM 





Program Details (Cont.): 


e Emphasis should be full price brands. However, Doral mailings may be 
considered where business opportunities exist. Full Price Brands and Doral 
may not be combined in the same mailing. 

+ Total mailout quantity will be determined by the availability of qualified adult 
smoker names residing on the RJR database. Total mailout quantity will not 
exceed 200m per Retailer per mailing. | 
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TRADE DIRECT MARKETING (TDM) PROGRAM 





Funding 


+ RJR will fund printing and postage for qualifying mailings for retailers in the 
Full Partnership Plan Level. 

è RJR will fund printing, postage and coupon redemption for qualifying 
mailings for Retailers in the Merchandising Presence Bonus Plan. 

— Coupon values will be equivalent to the lowest value being worked in’a 
Chain (multiple states) or the state value if all accounts are in the same 
state geography. ; 

+ Any additional costs as a result of special Retailer requests must be funded by 
the Retailer. 


@ Retailers in the Full Partnership Plan can add coupons provided the 
redemption of those coupons are fully funded by the Retailer. (In Fair Trade 


States appropriate guidelines must be met.) : 
| 
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TRADE DIRECT MARKETING (TDM) PROGRAM 





Mailer Specifics 
+ Primary vehicles are Postcard and Rollfold: 


l. Postcard (PC) : 

» Used for announcements such as cents off, absolute price, chain tie-in, i.e.: lighters, soft 
drinks, etc., with cigarette purchase. 

» Lower quantity mailings of 10,000 or less will be E, versus printed due to printing 
costs. Imaged version will have pre-printed offers. For smaller Retailers consult with the 
TDM group to determine mail out quantities and format before selling the program. 

» When announcing absolute pricing, maximum number of versions per mailing will be 
determined by level as follows: 





Plan Level # Versions Per Mailing | 
A 4 i 
B. 3 | 
C 2 
D 1 


Each mailing will be limited to a maximum of one version per state. 
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TRADE DIRECT MARKETING (TDM) PROGRAM 
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Mailer Specifics (Cont.) 
2. Rollfold (RF): 


» Usually a three or four panel mailer, incorporating four (4) pack, multiple pack and/or 
carton cigarette coupons (Merchandising Presence Bonus Plan only). Recommended 
mailing is two (2) pack and two (2) carton coupons. 


» Retailer is given inside panel to promote other in-store specials; including gas, fountain 
drinks, deli specials, telephone cards, etc., with or without related coupons. 


è Coupons are store/retailer coupons, not manufacturer coupons, and should not be 
submitted to the coupon redemption center. There is no handling allowance on 
store/retailer coupons. 

+ A UPC bar-code or look-up number (PLU) can be printed on the coupons for ease of 
tallying where applicable. 

@ Art will be reproduced using four-color process only. 

+ Coupon values for participants in the Merchandising Presence Bonus Plan will be 
equivalent to the lowest value being worked in a Chain (multiple states) or the state 
value if all accounts are in the same geography. 
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TRADE DIRECT MARKETING (TDM) PROGRAM 





Field Sales Management Responsibility 


Contact K. Wadia (#7004) or Dick Luongo (#6110) regarding any questions on Trade 
Direct Marketing. 


+ Complete the Information Sheet (Attachment A) and the Retailer Address Request 
Instructions (Attachment B) for each TDM program: 
— Retailer address/zip code information should be compiled via data grab. 
— Information Sheet (Attachment A) and Retailer Address Request Form (Attachment B) should 
be e-mailed to Nikki Lail. 
— Information should be e-mailed in a timely manner (See Attachment C for 1998 TDM 
timelines). Contact Nikki Lail (extension #0460) with any questions. 


+ Schedule a meeting with the Retailer to present this program only after reviewing 
preliminary information with K. Wadia (extension #7004) or Dick Luongo (extension 
#6110). . 
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TRADE DIRECT MARKETING (TDM) PROGRAM 





Field Sales Management Responsibility (Cont.) 


+ Ensure the Retailer or Retailer’s advertising agency send the chain logo (on disc preferred, or 
first generation black & white ad slick with PMS color breaks indicated). 
+ Ensure the Retailer or Retailer’s advertising agency sends the appropriate art needed for each 
mailing: 
— Top panel art if Rollfold (coupons). 
— Side bar art, as applicable, if postcard (announcement). 
— See Attachment C for timelines. . 
+ Retailer logo and all art should be sent to: 
— R.J. Reynolds Tobacco Company 
Attention: Nikki Lail 
401 North Main Street 
Winston-Salem, NC 27102 
Phone: 336-741-0460 Fax: 336-741-7989 


— Should be provided in a Macintosh format with EPS art files, created in either freehand or 
` Quark software. Include the original art files and all screen and printer fonts used (adobe 


only). 





6268 ZPSTS - 9 5/4/98(rev.6/30/98) 


BKS4b - 0824.PPT 





TRADE DIRECT MARKETING (TDM) PROGRAM 





Field Sales Management Responsibility (Cont.) 


¢ Obtain Retailer approval of the comp.: 


— Copy will be mailed to you and to the Retailer for review. 
— Advise TDM of the Retailer’s approval, or any changes by the timelines listed on 
Attachment C 


+ Recommend a plus-out to the participating stores the week of mailing in support of 
anticipated incremental volume. 





@ Ensure proper communication of the program: 


— Participating Retail store personnel should be notified of program specifics at least one week 
prior to the mailout date, regarding offer, beginning/expiration dates, etc. Utilize the 
communication letter forwarded to you several weeks prior to the mailout date to help 
communicate the above listed details. 

— Ensure applicable RJR Field Sales Personnel are notified of program specifics at least one 


_ week prior to mailout. 
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TRADE DIRECT MARKETING (TDM) PROGRAM 





Field Sales Management Responsibility (Cont.) 


+ Ensure all redeemed coupons are sent to M/A/R/C, our analysis house in Texas, for 
tabulating, tracking and/or analysis: 

— Instruct Retailer to collect all coupons redeemed. 

— KAM or Retailer should complete Part II, shaded section of Program Summary Sheet 
(Attachment D), and mail along with all coupons redeemed as instructed on the Program 
Summary Sheet. The Program Summary Sheet with Section I (Program details) completed, 
will be provided to you prior to the mailout date, along with the Retailer communication letter. 

— Reimbursement for coupons redeemed will’be paid by KAM/AM via draft/voucher upon count 
verification by M/A/R/C. The only exception is Retailer scanning, if available, may also be 


used for verification; however, coupons must still be submitted to M/A/R/C. 





+ IMPORTANT: 


‘Due to the anticipated number of programs, it is critical that all materials needed for each 
program be submitted on time to Winston-Salem. All materials must be received in 
accordance with timelines on Attachment C or the program will be delayed until the next 
appropriate time period. 
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QUESTIONS/ANSWERS - TDM 


I. Cana Retailer participate in additional TDM mailings over & above what they 
qualify for? 
— Yes- But any additional mailings must be totally funded by the Retailer via a check to RJR. | 





2. Ifonly 50% of the stores in a Retail chain qualifies for the program can I still 
implement TDM? 
— Yes - But mailings will only be targeted for those stores that qualify. 


3. Can Retailers who do not qualify for the program receive mailings if they are 
willing to fund the program? 
—- No 


4. Can Retailers on the Full Partnership Plan Level who do not qualify to receive 
coupons, add coupons to their mailing(s)? 
— Yes - But coupon redemption must be fully funded by the Retailer. 


5. Can we group small non competing Retailers in a given geographical area to meet 
the minimum volume guidelines? 
— Not at this time. 
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QUESTIONS/ANSWERS - TDM 





6. Can a Retailer who qualifies for the TDM Program promote Doral? 
— Yes - But only where it makes good business sense to do so, with the following limitations: ` 
» Cannot be used in conjunction with Full Price Brands. 
» Counts as one of the Retailer’s qualifying annual mailings. 
» Limit one (1) mailing per year. 


7. Can I use Direct Marketing for Private Label Brands? 


— Private Label mailings may be considered where necessary to leverage our Private Label 
Brands, under the following conditions: 


» Mailings must be totally funded from Forsyth PL Accrual and are independent from the 
TDM Program. 


» Retailers must be at the Full Partnership or Merchandising Presence Bonus Plan Levels. 
Program feasibility will also depend upon availability of names on the database. Consult 
your region manager for approval. 


» In-store PL price communication and display required. 
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QUESTIONS/ANSWERS - TDM 


8. If I qualify for TDM, how many mailings am I entitled to the second half of 98? 





If: Then: 
Annual Qualifying Mailings Available 2nd Half 
Mailings Equal..... 1998 Equal 
I l 
2 1 
3 1* 
4 2 
* Will consider a second mailing on exception basis 
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